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The Influence of social media on Marketing 
By 


Rabia Hassan 


Abstract 


This research proposal explores the influence of social media on Marketing. Media is a 
tool which is used to support, store and deliver information to everyone. Social Media 
includes Facebook, Twitter, Instagram, YouTube, WhatsApp and Snapchat. People, 
across globe use social media to connect other people or organization. As customers, 
people share product reviews, information about a service, advice on food or health, 
warning about products, tips on using certain products. Social media has influence the 
market and altered the way customers seek information. The purpose of this paper is to 
increase an understanding and their effect on purchase intention, as well as the 
moderating influence if local and non local brand on these relationship. As the numbers 
of social media users companies are advised to take advantage of the emerging 
marketing channel and effectively communicate with customers. Some companies can 
harness social media influence to help generate brand awareness and increase 


customer's engagement. 


Chapter 1 


The Influence of Social Media on Marketing 


1. Introduction 


Internet is the rapidly grown and emerging technology closing the gaps of distances 
between the people all across the globe and effectively replacing the traditional ways of 
advertising (Jothi et al, 2011). Internet is something that can be used for as a source of 
communication and since its emerging use in business, one of its basic reasons is to do 
a marketing (Jothi et al, 2011). According to the David Aaker (1996) due to the 
development of new media it is becoming way more difficult for the companies to create 
awareness about their brands and the only thing important is to manage their message 
and marketing efforts effectively across all the media. 


Social Media or networks are new emerging trends, due to the high rush of audience, are 
being targeted by the various advertisers (Jothi et al, 2011). Social Media defined by 
Kaplan and Haenlein (2009, p. 61) is “group of internet-based applications that build on 
the ideological and technological foundations of Web 2.0, and that allow for the creation 
and exchange of user generated content.” Web 2.0 is a web application on which social 


media networks are based (Rothschild, 2011; Kaplan and Haenlein, 2009). 


Growing importance of social media raised the concept of social media marketing. Social 
media marketing defined by searchengineland.com “refers to the process of gaining traffic 
or attention through social media sites.” Pakistan is a country which has the fastest 
growing social media population in the world, with more than 4 million Facebook users 
(Martin, 2011). This paper tries to explore out the awareness and usage trends of social 
networks of Pakistani people. It tries to identify what age group spends, how much time 
on internet, their awareness about social media, and primary reasons for using social 


networks. At the same time this paper tries to explore out the understanding of the 


Pakistani people towards social media advertisement, what types of communications 
attract them and their influence on their behaviors. 


Due to the emerging importance of social media a lot of work is being done on it. But a 
very few work has been done in the context of Pakistan. This paper, so far, tries to help 
in understanding the behavior of Pakistanis towards social media. This study can help to 
shape up the communication strategy to reach the target market in Pakistan over social 


media networks. 
1.1. Social Media 


Social Media can be defined as a group or gathering of people connected through 
computer-mediated technologies for a defined purpose. Major mediums are social 
networking, blogging, video sharing, etc. The purpose of all social media platforms is to 
create engagement with the audience. It serves an audience with information or 
entertainment or current updates. Social media is the biggest growing digital platform as 
per current statics with near to 2.65 billion people using social media and this figure is 
expected to grow by 3.1 billion by 2021 (Image Source fiverr.com) 


1.2. Why Social Media is so popular? 


We have all heard it many times- Human Being is a social animal. Remember! It becomes 
difficult to keep up with social life in a fast-paced life and stressed work environment. 
Hence social media helps us all to remain updated, informed and engaged in our social 
life. From a kitty party video sharing to “check-in” status at a movie theatre, everything is 
on social media these days. The behaviour is now changing to a level where people get 
up in the morning and become active on social media. It won’t be wrong to quote: “My 


phone knows me more than my family and Social Media is a place where | can be found” 
1.3. Social Media Marketing 


By now you must have clearly understood why, how and what of social media. Now let’s 
move further to understand the role of social media in marketing. Social media marketing 
in simple terms is the use of social media platforms and websites to increase web traffic. 


The role of social media in marketing is also to create brand awareness with the end 
objective of sales of products or services. 


1.4. Is Social Media Marketing Required? 


As a marketer, | would say yes to this question since it opens various avenues to reach 
our targeted customers. No marketer can deny the role of social media in marketing. It 
not only opens various avenues in reaching out to the targeted audience but also creates 
a unique platform for the exponential growth of a business. Yes, social media can provide 
exponential growth to a business with a pinpoint targeting of the customer. 


1.5. Advantages of Social Media 
1.5.1. Inexpensive 


Cost of social media marketing is very low as compared to traditional media. There is a 
graph showing the comparison of the cost of social media marketing as well as other 
media. Cost of whole day ad campaign on facebook Rs. 1200 cost of whole day ad 
Campaign on tv/newspaper Rs. 110k. 
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Figure1.1: | Cost Comparison CPM 
2.1.2. Interactive/engaging 


Social media marketing is more interactive and engaging than all other media. As there 
are billions of billion people are social media users therefore, social media attract and 
engage more people than traditional media. 


2.1.3. Time consuming 


For most people, scrolling through your social media posts is fine and perfectly normal, 


if somewhat time-consuming. 


e In 2016, users spent 126 minutes per day on social media. 
e It’s estimated that we spend 153 minutes per day on social media in 2019. 


e In2012, the average was 90 minutes daily. 
2.1.4. Measurable 


Social media is measurable. Meaningful social media measurement means digging 


beyond the surface of your metrics. For example, factors such as timing, post format, 


hashtags and captions all impact the engagement rate of any given post. Once you 
identify the common threads between your top-performing content, it becomes much 
easier to produce more of it. 


2.1.5. Disseminates rapidly reach 


Reach of social media is far more than traditional media. The figure given below narrates 
the difference. Figure 1.2 gives the difference. 


Figure1.2: Reach of social media 


2.2. Trends Social 


As percentage increases the effectiveness also increases. Percentage increases in 
effectiveness 76% from last 3 years for social media and for traditional media 16% from 


last 3 years. 


TRENDS 
Social Traditional 
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Figure 1.3: Social Trends 


Chapter 2 


Role of Social Media in Modern Day Marketing as an 
Operation 


Social media has been a phenomenon, right from when it was born. With billions of people 
connected, social media is a potential place for brands and businesses to market their 
products and/or services. 


Social media gives business marketers a way to communicate with customers, and to 
find specific potential consumers. It personalizes the "brand" and helps business to 


spread your message in a relaxed and conversational way. 


The role of social media in marketing has completely changed over the last 10 years. 
From businesses reaching out to customers to businesses pulling the customers, the 
Marketing industry has changed and evolved to the next level 


With social media website on both desktop and mobile devices, the engagement allows 
anyone and everyone to express and share an opinion or an idea somewhere along the 
business’s path to market. Each participating customer becomes part of the marketing 
department, as other customers read their comments or reviews. The engagement 


process is then fundamental to successful social media marketing. 


Social media aids in providing relevant statistics of their target customer behaviour. Their 
likes and dislikes, demographics, etc. which otherwise have to be collected by spending 
a huge amount of money on marketing research companies. The role of social media is 
of extreme importance in digital marketing due to its widespread presence. It is very 
unlikely for a business to grow without the help of social media. The key aspects of social 


media are mentioned below which makes it pivotal in digital marketing 


1. Reach of social media in marketing 
2. Average time spent by the audience on social media 
3. The need for social media 


4. The Trust Factor 
2.1. Different Channels of Social Media 


Social media is there to assist you in every possible way. Do you want to express “What’s 
on your mind?” Don’t worry Facebook is there? Do you want the world to know “What's 
happening” say it through Twitter? Do you want to start a post, LinkedIn is there. “What 
is your question or link?” Ask at quora. Want to share or see any video content, check out 
YouTube. Above are some of the most popular social media platforms. Various other 
platforms are also ensuring their presence among the audience. Needless to say there’s 
still lying a huge scope of exploring the role of social media in the marketing business. 
Try and explore some of them on your own, trust you will soon reap the benefits of this 


search. 
2.1.1. Blogging as a tool for marketing 


Blogging One of the Best Ways to Attract New Customers 57% companies increased 
their customer base by 80% just from their blog. It means if you blog more, you will get 


more customers. 
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Figure 2.1: Blogging impacts 


2.1.2. Blogging highly affects consumer buying behavior 


(Even More Than Advertising) 61% of US consumers have made a purchase based on 
a blog post 77% of internet users read blog 81% of US customers trust advice and 
information from blogs 82% of customers enjoy reading relevant content from brands 70% 
of consumers learn about a company through articles rather than ads Published on: 


QuickSprout.com/blog 


BLOGGING HIGHLY AFFECTS CONSUMER BUYING BEHAVIOR 
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Bls of US consumers have made a purchase based on a blog post 
Tlx of internet users read blog 


Bls of US customers trust advice and information from blogs 
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Figure 2.2: blogging affects consumer behavior 


How Blogging Generates Leads Small businesses with blogs generate 126% more leads 
Blogging 16 to 20 times a month earned B2B businesses nearly 3 times as many leads 


B2B marketers using blogs generate 67% more leads 


How Blogging Generates Leads 


Small businesses with Blogging 16 to 20 times a 828 marketers using 
blogs generate 126% month earned 828 blogs generate 67% 
more leads businesses nearly 3 times mare leads 

as many leads 


Figure 2.3: How Blogging Generates Leads 


That’s Why Marketers Prefer Blogging Over Other Methods 37% of marketers believe 
blog posts are the most important type of marketing 21% of marketers said that 
blogging has become their top priority since 2014 25% marketers believe blogging has 
the best ROI among all marketing activities 
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2.2. Facebook: 


Facebook is the world's largest social network, with more than 900 million users. People 
mainly use it to connect with important people in their life. Facebook is King 


Facebook is King 


—— b 
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Figure 2.4: Facebook a dominant medium 


2.3. Snapchat & Business advertising 


Snapchat is a camera and messaging app that connects people to their friends and the 
world. With Snapchat Ads, advertisers are able to reach a global audience and drive 


meaningful results. 


Snapchat Ads and Public Profiles are made for every business, no matter the size or 
industry. Become a part of Snapchatters' everyday conversations with full-screen, digital 
ads that inspire action from the people that matter most to your business. On average, 
306 million people use Snapchat every day. Snapchat reaches 75% of millennials. On 
average, Snapchatters spend over 30 minutes on Snapchat every day. 
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2.4. Companies Using Social Media 
Companies using social media as their main marketing Tool. 
e BMW 


One series road trip utilizing Facebook to promote their 1-Series Road Trip and they have 
created a Rampenfest page for fans. 


e OREO 


International spending more budget on Social Media Marketing as compared to 
Traditional one. Oreo took advantage of the blackout during the 2013 Super Bowl in an 
interesting, provocative way. They posted a single image donned with the words “You 
can still duck in the dark.” The big black and white cookie hit a home run. The post went 
viral. Turns out, Oreo had a 15 person team on hand to take advantage of captive super 
bowl audience. Now, that’s a strong social media marketing campaign. 


e Nike 


Like Oreo, Nike used a major sporting event to surround their social media campaign. 
They skipped the high profile athletes of the 2012 Olympics and instead featured the 
average Olympic athletes. Nike gained 166,718 Facebook fans during the London 
Olympics. 


According to Asani.com.pk social media marketing is an effective tool as 71% of their 
revenue is generated through the users coming from Facebook, Twitter etc. 


e Intel Pakistan 


e Microsoft/Nokia 


Pakistan From the last one and half year, Microsoft/Nokia Pakistan has changed their 
Marketing Strategy. Now they are focusing more on marketing through Social Media 
rather than using the Traditional Media. They’re doing this to promote their Lumia series 
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specially. For this, they are also running their weekly contests in which the winner gets 
the Lumia and Microsoft Surface Tablet. 


e Absolut Vodka 


The popular vodka brand has used online videos on YouTube and hosted bartender fan 


pages on Facebook. 
e Dunkin’ (formerly Dunkin’ Donuts) 


The ubiquitous doughnut brand is now everywhere online, with its microblogging Twitter 
account and National Donut Day social media blasts. 


2.5. Why are brands using Social Media? 
Different brands are using social media for marketing of their business. The reasons are 


given below: 


e Generate awareness 

e Positive Association 

e Drive trial 

e Product launch 

e Form/Change 

e Influence the Opinion Influencers 
e Establish Need/Want 

e Drive Action/Traffic 

e Product/Service 


e Establish/Regain Comparison Trust 
2.6. | How does social media marketing work? 


The role of social media in marketing has grown up hugely with widening social media 
presence across the audience. In simple terms the presence of social media in marketing 
is mammoth. Any smart business person will always make the most of it. Social media 


marketing can help a business grow by leaps and bounces just by putting smart strategies 
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in place. Using the wide presence of social media is a key role of social media in 
marketing. Social media marketing work as per your business objective. For this, you will 
have to understand the customer journey in a purchase making decision. An elaborative 
image below tells clearly how the customer progresses his journey in making a purchase. 


The role of social media is important at each step of the customer journey. It helps in 
achieving the business goal for prospects at each stage. Businesses need to decide on 
their target audience and start their marketing activities through social media. For 
example, if you have just set up your business then your business objective should be to 
create more awareness about your brand. Hence you must target a larger audience 
through social media. Another example could be an E-Commerce company. It’s business 
objective should be a purchase made by the customer. Therefore the target audience 
should be from consideration to the decision stage. Remember, for new businesses it is 


not advisable to go very niche unless you have made your brand presence in the market. 


2.7. Interaction with Target Market 


One of the key advantages of social media for businesses is that it enables you to 
interact with your customers. Going through the tweets and Facebook updates that are 
posted by your customer base gives them insight into what they need. This is useful for 
helping your company formulate marketing strategies that address their needs. 


e Improve Responsiveness 


Social media eases the process of providing and receiving feedback. If your customers 
have concerns or problems with what your business offers, they can let you know ina 
timely manner. Social media gives customers a convenient and accessible way to 
express what they feel and gives companies a chance to respond. With such platforms, 
businesses are able to view complaints and assure their customers that their problems 


will be dealt with. 
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e Competition 


If your competitors are already using social media accounts for marketing and engaging 
their customers, you need to ensure that you are keeping up with the digital marketing 
strategies that are being implemented. 


In the competitive world of business, more and more companies are capitalizing on the 
benefits of social media. In order for you to be able to boost online traffic to your site and 
increase sales, you need to stay ahead of the competition while providing your customers 
with the best products and services. 


e Effective Marketing 


The social networking nature of platforms such as LinkedIn and Twitter generates interest 
among followers who are more responsive to them than a blatant marketing approach. 
You can use social media creatively to advertise your products and services without 


making your customers feel like they are overwhelmed by your marketing campaigns. 


Advertisements strategically placed within informative posts are an effective way to 
spread the word about your business. Social media spreads awareness about your 
business while giving you the chance to constantly remind them about the products and 
services that you offer. 


e Find Customers 
Hashtags and keywords are useful for helping you identify potential customers who are 
interested in what you are selling. After finding prospective customers, you can simply 


direct them to your account where they fill out more about your business. 


e Affordability 


Managing your social media accounts is a cost effective way to promote your business 
by using affordable social media marketing campaigns that strengthen your company's 
Online visibility. Social media does not require an extensive budget, which makes it fair 


for small businesses that are competing with well-known brands. 
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e Database 


DBA services provide service delivery solutions that are flexible enough to meet the 
diverse needs of different companies. Emphasis is placed on the management and 
support of databases from remote locations while catering to the specified needs of 
various customers. Services are available for different database environments to provide 


a dependable, secure and expert approach to database management. 


e Social Environment 


A social networking forum efficiently creates a social environment for you and your 
customers. Such a forum enables you to acquire important feedback regarding your 
business. Social media serves the purpose of making it easier for consumers to find out 
and distribute information about different brands, products and services. 


A significant percentage of customers that relies on the internet to search for products 
have discovered specific companies through social media. If the opinions and reactions 


of your consumers matter to you, going social is necessary. 


e Informative 


Social media is informative and gives you access to what your competition is up to as well 
as what customers are posting online about products and services. This gives you better 


insight into the market and various factors that affect your industry. 


e Online Presence 


Social media has gradually evolved into an integral aspect of people's daily lives. From 
sharing details about lunch to ranting about bad service, people discuss virtually 
everything about their lives. Several people visit social networking sites each day and 


businesses need to maximize on their online presence. 


Statistics indicate that the way people utilize social media and interact online influences 


their purchasing decisions. With more consumers choosing to make their purchases 


16 


online, their approach to shopping has drastically changed. This makes it necessary for 
retailers to incorporate social media and adapt to the changes that have affected 
advertising and marketing in general. 


2.8. Importance of Getting Social 


Social media sites let you know what is popular. They also provide a platform for people 
to talk about pertinent issues and what they prefer. Social media was initially personal but 
has extended to the business realm. It plays an essential role in marketing strategies by 
increasing traffic and serving as a part of your SEO strategy. 


Businesses need to work on their social skills and how they interact with their customers 
online for the best results. Success in social media marketing involves being strategic 
and innovative. Social media drives traffic with referrals and the additional advantage of 
taking up a considerable amount of time spent online. Marketers are becoming 
increasingly aware of the need to allocate time and resources to social media sites. 


e Communication and Branding 


Communication is vital for the success of any business and engaging your customers 
regularly helps to enhance your image. Social networks allow you to interact and deal 


with your customers on a personal level. 


When your brand gets involved in conversations, customers view it as approachable, 
responsive and accessible. This type of exposure positively influences how you are 
perceived and makes customers more receptive to the information that you share. 


Both social profiles and websites can help improve your branding efforts. Your existing 
and prospective customer base will be able to identify your brands' characteristics based 


on how you interact on social media. 


e Social Media for Business Growth 


A significant amount of social media activity is carried out through mobile devices. Make 
sure that your social media strategy is compatible with mobile devices to guarantee a 
worthwhile user experience. Social media sites continue to gain popularity at a rapid rate 
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and it is important for small and growing businesses to use them to advertise and market 
what they offer. 
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Chapter 3 


Literature Review 


Syed Wajahat Hussain Naqvi (2015) Internet is the rapidly grown and emerging 
technology closing the gaps of distances between the people all across the globe and 
effectively replacing the traditional ways of advertising. Social Media are new emerging 
trends. Due to the high rush of audiences this media is being targeted by the various 
advertisers. Social media marketing is the emerging and rapidly gown new concept in 
which attention is gained by the use of social media. Purpose of this study is to explore 
out the awareness and usage trends of social networks in Pakistan. Also it tries 
to identify what age group spends how much time on internet, their awareness about 
social media, and primary reasons for using social networks. Finally this paper tries to 
explore out the understanding of the Pakistanis towards social media advertisement, 


Social Media defined by Kaplan and Haenlein (2009, p. 61) is “group of internet-based 
applications that build on the ideological and technological foundations of Web 2.0, and 
that allow for the creation and exchange of user generated content.” Social Media 
consists of many forms like social networks, blogs, internet forums and all the socially 
interacting stuff (Rothschild, 2011). Social Networks are the new emerging trends over 
the internet (Zhang et al, 2010). Social networks according to Boyd and Ellison (2007) 
“web-based services that allow individuals to (1) construct a public or semi-public profile 
within a bounded system, (2) articulate a list of other users with whom they share a 
connection, and (3) view and traverse their list of connections and those made by others 


within the system.” 


Statistics by Bennett (2011) facebook is among the widely used social network more than 
800 million (845 million by wikipedia as of December 31, 2011) users whereas more than 
50% users log on daily. In these statistics twitter has at least 200 million registered 
profiles. linkedin got 150 million users (Wikipedia) and stated by Bennett (2011) 82% of 
its users have confidence in the information they receive. According to Wikipedia Google+ 
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has 90 million users which by Bennett (2011) were 10 million within the two weeks of its 


launch. 


Falkow, (2009) states that social marketing has largely been ignored by the textbooks 
(Andreasen, 1995; Donovan and Henley, 2003; Kotler and Lee, 2008). Social marketing 
achieves social objectives by using the commercial marketing techniques in which social 
marketers combine 4 Ps of marketing, maximizing product being used by the specific 
population group (United States Agency for International Development, n.d). Today where 
social networks are being proven to build solid relationships with buyers and buyers want 
to be engaged differently it gives the notion that traditional tactics of marketing simply do 
not work anymore (Jothi et al, 2011; Borges, 2009). 


Pakistan is among the fastest growing facebook and twitter using population; more than 
four million users (Martin, 2011). According to facebook ad target audience estimations 
there are more than 5 million Pakistani users between the ages of 18 to 50, in which more 
than 3 million are males and more than 1 million are females. Martin (2011) said 20 million 
Pakistanis are regularly online. 


This paper tries to explore out the awareness and usage trends of social networks of 
Pakistanis. It tries to identify what age group spends how much time on internet, their 
awareness about social media and primary reasons for using social networks. Finally this 
paper tries to explore out the understanding of the Pakistanis towards social media 
advertisement; what types of communications attract them and their influence on their 


behaviors. 
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Chapter 4 
Research Methodology 


Survey method was adopted to identify the awareness, usage pattern, mostly preferred 
social media regarding usage and better communicated ads, types of ad communication 
regarding mostly encountered and preferred, and the influence of communication on the 
behavior of Pakistanis. 

4.1 Data and Analysis 

Primary data was collected through adapted research questionnaire. Questionnaires 
were floated online; Google Docs, emailed and were also filled by person. 

4.2 Sample size 


Sample size was 150, Similar to Jothi et al (2011) and D’silva et al (2011) 
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Chapter 5 


Results and Discussions 
5.1 Age group awareness about internet and social networks 
5.1.1 Age group and internet 


Most of the Pakistanis are involving internet in their lives. From Table 5.1 it can be seen 
that 56% of the respondents spend more than 3 hours on the internet. 37.3% uses for 1 
or 2 hours a day, 4.7 % for 2 to 3 days a week use internet and only 2% use once a week. 


This is clear sign of the awareness about the internet. 


Table 5.1: Time spent on internet of different age group people 


Time spent on Internet Frequency Percentage % 
Once a week 3 2.0 
2 to 3 days a week 7 4.7 
1 or 2 hours a day 56 37.3 
More than 3 hours 84 56.0 
Total 150 100.0 


Table 5.2: Time spent on internet crosstabulation 


Age Once a week | 2 to 3 daysa | 1 or 2 hours | More than 3 Total 
week a day hours 

18-25 1 4 47 61 113 
26-30 0 1 4 10 15 
31-36 0 0 2 5 7 
36-50 0 1 1 5 7 
50+ 2 1 2 3 8 
Total 3 7 56 84 150 
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5.1.2 Awareness about social networks 


Table shows that 98% are aware about the social networks in which 74.8% fall in the age 
group of 18-25. Whereas only 2% showed ignorance about the social networks. 10% of 
age group 26-30 showed awareness about social networks. Age group 26-30 showed 
4.7%, 31-36 also 4.7% and 50+ show 5.4% awareness about social networks. 


Table 5.3: Age Awareness about SNS Crosstabulation 


Age Awareness about SNS Total 
Yes No 
18-25 110 3 113 
26-30 15 0 15 
31-36 7 0 7 
36-50 7 0 7 
50 8 0 8 
Total 147 3 150 


5.1.3 Usage pattern of social networks 


Table 5.4 shows that 42% use social networks daily in which high amount of users; 30%, 
fall in age group of 18-25. 26% log in to social networking site more than 3 times a day in 
which 18.6% are from the age group of 18-25. 16.6% use 2 to 3 times a day and 15.3% 


use social networks once a week. 


Table 5.4:Time spent on SNS Crosstabulation 


Usage pattern of social networks Total 
Once a week Daily 2to3 More than 
times a 3 times a 
Age day day 
18-25 19 45 21 28 113 
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26-30 1 6 1 7 15 


31-36 0 3 1 3 7 

36-50 0 4 2 1 7 
50 3 5 0 0 8 

Total 23 63 25 39 150 


5.2 Mostly used social network and the primary reason of use 
5.2.1 Mostly used social networks 


Facebook is the mostly used social network with over 800 million users. From table 4 it 
can be seen in Pakistan 55.5% uses Facebook. Google+ on second with the 17.4% of 
usage, Twitter 12.1%, LinkedIn 13.2% and WordPress only 1.9%. 


5.2.2 Primary reason of using social networks 


51.4% use social networks to keep in touch with their family, 16.4% want to get in touch 
with the fan pages they have joined, 14.7% use to keep in touch with business contacts, 
8.6% use to promote their ideas, there are 6.5 % who have other than these reasons to 
use social networks and only 2.4% promote their business through these 
networks. 


5.3 Types of ads users are aware, type they find well communicated and best 
considered social network in this regard 


5.3.1 Types of ads users encounter on social networks 


41.1% web banners, 23.3% video ads, 19.6% flash ads, 13.8% pop-ups and 2.2% users 
encounter other than these in which some mentioned interactive wall posts. (Table 5.5) 


Table 5.5: Kinds of Ads encountered 


Responses 


N Percent 
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Web banner 
Pop up 
Flash ads 
Video ads 
Other 


Total 


5.3.2 Type of ads users find well communicated 


Table 5.6 shows that 60% users consider interactive wall posts and updates by different 
fan pages well communicated. 22% banner ads, 16% flash ads and only 2% video ads. 


275 


41.1% 
13.8% 
19.6% 
23.3% 
2.2% 


100 


Table: 5.6: Type of ads users find well communicated/ Interactive wall 


Types of Ads Frequency Percent 
Posts/updates 90 60 
Flash ads 24 16 
Banner ads 33 22 
Video ads 3 2 
Total 150 100 


5.3.3 Social network considered best in regard of well communicated ads 


73.4% users consider Facebook having well communicated ads, 13.3% consider 
google+, 6.9% LinkedIn, 4.6% twitter and WordPress only 1.7 % is considered having 


well communicated ads. 
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5.4 Response towards ads 
5.4.1 Satisfaction with the appearance of ads 


From research data 12% users are strongly agree and satisfied with the ads appearing in 
social networks, 17.3% are less agree and large number of users 34.7% are partially 
agree with the content and appearance of ads on social networks. 12% are strongly 
disagree, 8.7% disagree and 15.3% are partially disagree as they are, mostly, not 
satisfied with the content of ads. 


5.4.2 Accessing ads 


From the survey data 22.7% users show they have accessed ads many times. While 
45.3% users say they accessed ads sometimes, 22% never accessed and 10% say it 
depend on the information ad contains. 


5.5 Impact of ads 


Finally from survey we tried to check the impact of ads e.g; in recalling of brands or 
information they encounter on ads appearing on social networks. 
Analysis of survey data showed 9.4% are strongly agree that ads appearing on social 
networking sites help in recalling brands and information they contain. 24.2% agree and 
32.2% are partially agreed. Whereas 9.4% are strongly disagreed, 10.1% disagree and 
14.8 % are partially disagreed. 
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Chapter 6 
Objectives of the Study 


Objectives of this study are: 


To identify the age group aware about internet and social networks (SN) 
To identify the mostly used SN and the primary reason of use 


To identify the kinds of ads users are aware of and which one are communicated 


well 


To identify SN regarding best communicated ads 


To identify response towards those ads 
To develop brand awareness 
To monitor customs feedback 


Accurately target audience 
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Chapter 7 


Conclusion 


The role of social media in marketing is to use it as a communication tool that makes you 
accessible to those interested in your product and/or service, and makes you visible to 
those that don't know your product. 


Pakistan is among fastest growing social media usage population .This study shows that 
many of the youngsters from age group 18-25 spend their more than 3 hours a days on 
the internet. 98% of the same age group showed awareness about the social networks. 
From this survey we see that age group 50+ is also aware about the social network which 
shows the increasing usage trend of social networking sites in the Pakistan. 


Similarly a large number of users log in daily to the social networking websites in which 
mostly log in more than 3 times a day. This result proves the analysis of Martin. 


Among the social media networks Facebook is mostly used social network in Pakistan. 
Thus this result confirms the Statistics provided by Bennett (2011). Mostly users use this 
to keep in touch with their family and friends. Analysis also showed that users also prefer 
social networks to keep in touch with the business contacts and some prefer to be up-to- 
date with fan pages they have joined. 


Users encountered web banners and video ads the most on these sites. Whereas 
interactive wall posts which allow users to actively engage; quiz, question or game, are 


considered well communicated. Facebook is considered having well communicated ads. 


From the study a great number of users showed up in the range of satisfaction with the 
ads whereas very little amount of users showed up in the range of disagree. This shows 
they understand the reason of ads and trust the content it displays. Also the results 
showed that a large number of users after seeing the ads try to access them and very few 


ignore them. 
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Finally a great number of users agreed that ads appearing on social networking sites 
helped them in recalling brands and made impact on them. And very few disagreed with 
this. 


The above discussion clearly shows the behavior of Pakistanis regarding social networks, 
internet consumption and their behavior towards advertisements in social networks. 
Results clearly show that there is a positive future for social media marketing in Pakistan. 
This study also identified which group is more into social networks thus can help in 
shaping the marketing strategies. 


7. Limitations 


Limited secondary data was quite a big limitation. Very few studies related to Pakistan 


were found. 
8. Future Research 


After having the good understanding about trends in social media one can design the 
effective strategies to exploit them. There is a great room to identify, explore and design 
the effective social media strategies. This paper clearly provides the base for the future 
research. 
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